Abstract. The article suggests a modelling tool for assessing competitiveness in hi-tech entreprises including aerospace industry. According to the primer approach in the theory of management of high-tech industries competitiveness, it is necessary to use the strategy for managing various factors, arising in the global and domestic markets according to the knowledge of their interdependencies. But the statistical approaches have the limited forecasting force when the sales of a certain type of hi-tech product are unique or no experience was obtained before. Nevertheless, the uncertainty can be seriously diminished if we use mathematical modelling based on well-calibrated functions which depend on our hypotheses and theoretical assumption. In the paper a possible principle of theoretical modelling the competitiveness is outlined.
Introduction
The competitiveness of high-tech products is significantly influenced by the factors that arise during the sale of these products in the global and domestic markets [1] [2] . In fact, the real competitiveness of products becomes obvious during the sale of this product. According to the primer approach in the theory of management of high-tech industries competitiveness, it is necessary to use the strategy for managing various factors, arising in the global and domestic markets.
To take into account the factors that arise in the process of sale, it is necessary to manage the products competitiveness, which in the context of high-tech industries necessitates decision-making under conditions of uncertainty. Uncertainty arises from market processes, the sale of products and competition with other products) [3] [4] [5] .
There exist some approaches to measure the competitiveness. The first group of methods is connected with the measuring the actual market data, market shares in dynamics [6] . If the series of sales are great by number, the statistical methods are applied, and they may be used for forecasting. But they have the limited forecasting force when the sales are unique (maybe very customized product), when no sales history was recorded before (for example, the unique product is sold by the first time),the product is completely new (as it is often in aerospace industry). So, in this case, the possibility of market measuring and statistics methods is limited. Here exists an uncertainty which could not be overcome completely. Nevertheless, the uncertainty can be seriously diminished if we use mathematical modelling using functions which depend on our hypotheses and based on proper theory. Though hypotheses are chosen totally by a modeler externally, the model itself can show the interaction between the hypothesis and lead to the conjecture based upon strict premises. Below we outline a possible principle of modelling the competitiveness.
Methods
The mathematical model of accounting internal and external factors, arising in the process of their sale in the global and domestic markets can be presented in the following form.
A set of products, competing with the considered product in the domestic market is considered: , 1,2, ,.
i N n i   A set of products, competing with a product in the global market is also considered:
Let the Q indicate the integral index of competitiveness, calculated on the basis of sales in the domestic and global markets. In this case, the competitiveness indicator significantly depends on the price of a product and on the prices of competing products. Let us consider the equation that defines the integral index of competitiveness:  is a coefficient of change in the competitiveness of competing products under the influence of random factors in the global market.
The coefficient of product competitiveness change under the influence of random internal and external factors influences the final value of the integrated indicator of the competitiveness of hightech industries as follows: the increase in in  and w  indicators raises. Thus, after considering the factors, affecting the competitiveness of products, the integral indicator of competitiveness will be determined by the following expression:  is a function of private competitiveness of competing products in the global market;
The influence of the coefficient of change in product competitiveness under the influence of random internal and external factors on the value of the functions of private competitiveness is as follows: an increase in the  indicator raises the value of the function of private competitiveness. Analogically, an increase in the a parameter of accounting technical and economic properties of products leads to an increase in the value of the function of private competitiveness of products.
Let us now consider the impact of the values of the functions of private competitiveness on the final value of the integral indicator of competitiveness. To consider the quantitative effect of this value, it is necessary to consider the corresponding derivatives.
Derivative Derivative
